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Abstract 
This dissertation was written as part of the MSc in Hospitality and Tourism 
Management at the International Hellenic University.  
 
The aim of the dissertation is to present a holistic and integrated view of the financial 
activity of an existing mountainous hotel, located in the Epirus region of Greece. More 
specifically, the hotels’ past years’ financial performance will be presented; a new 
business idea and investment will be appraised and a business plan which takes into 
account the implementation of this new idea will be conducted. The methodology 
applied in the case study will be applicable to other similar tourism businesses. 
 
The hotel is a stone built modern eco lodge with a total of 24 rooms, a restaurant and 
SPA facilities. The structural expansion investment, whose viability will be appraised 
and included in the business plan, will be a 200m2 multiuse social space. The space will 
be used for Culinary Workshops, Business Conferences, Corporate meetings and 
Wellness activities, such as Yoga classes. As the market segment of organized 
conference and gastronomic tourism in unexplored and underdeveloped in the area, 
the investment is expected to receive many new guests and perform successfully. 
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1. Introduction 
The global tourism industry is a rapidly growing and ever changing sector and 
adaptation to all the new trends and grasping of emerging opportunities, is key for 
successful business in the modern globalized promising tourism sector.  
As the ways of experiencing existing and newly emerging destinations is evolving, from 
a more traditional way of traveling, to a new trend of experiential tourism, a wide 
variety of travelers organize their customized tailor made trip based on experiencing a 
destination mostly by taking part in activities that will connect them with the 
destination’s “way of life” and nature. Terms such as Special Interest Tourism, 
Sustainable Tourism, Experiential Tourism and Circular Economy in the Tourism 
Industry are gaining ground as a global tourism trend, and travelers seek services 
dedicated and in line with those concepts. 
In Greece, where tourism is the economy’s driving force, new destinations and new 
business opportunities are emerging as the fore mentioned trends drive people into 
seeking different ways of experiencing Greece as a destination. The traditional sea and 
sun vacation has already evolved and a wide variety of travelers seek to alternate their 
visit by choosing cities and mountainous areas of Greece. Cultural, Culinary, Heritage 
and Religious Tourism in the cities or Eco and Sustainable Tourism in the mountains is 
the new trend as people enhance their visit by actively taking part in a wide variety of 
activities throughout their stay. 
Following this evolving reality in the tourism sector and looking to utilize the emerging 
new customer needs for alternative touristic destinations and services in Greece, the 
hotel, which this dissertation focuses on, started its operation in 2006 in the 
mountainous area of Epirus, known as Zagori. Now being in its 13th successful year of 
operations, the property has been constantly evolving and is now a modern 
mountainous eco hotel which consists of 24 rooms, with a gourmet restaurant, a 
greenhouse, which provides fresh vegetables to the restaurant, and a fully equipped 
wellness center which consists of an indoor pool and SPA facilities. The rooms are 
divided between double standard and superior rooms, family rooms and suites. The 
restaurant offers traditional flavors and local products with a gourmet spin. The hotel 
-1- 
is a member of the National Geographic Unique Lodges of the World and in the last 
two consecutive years has been awarded the World’s Leading Eco Lodge in the World 
Tourism Awards.  
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1.1 Aims and Objectives 
The aim of the present dissertation is to examine the importance and usefulness of 
financial analysis tools and methods, such as data analysis and future project viability 
analysis in tourism sector related projects or investments. In addition to this, the 
present work will investigate the “use-value” of case studies and will try to locate this 
value by looking at how case knowledge generates a range of more generic knowledge 
formation. Researchers take certain cases, and case studies, for re-use when they see 
them as offering an exemplifying quality. It is this quality that offers the key to the use-
value of case work (Morgan, 2018). 
The importance of taking advantage of financial tools, both for every day operation 
and for potential investment implementation, for tourism businesses will be enhanced 
with a presentation of a real case study, where a hotels most important past years’ 
financial parameters will be examined, a financial appraisal, which examines the 
viability of an investment based on a new business idea, will be conducted and a 
business plan for the upcoming year 2021, which includes the operation of the new 
investment, will be formed.  
The investment is the construction and the addition of a 200m2 multiuse social space 
to the already existing hotel cluster, which is aimed at exploiting the previously 
unexplored market segment of organized conference and gastronomic tourism in the 
Zagori area. The new space will host business conferences, corporate meetings, 
culinary workshops as well as wellness events throughout the year.  
Through the holistic and aggregate financial research and study, the dissertation aims 
to provide a detailed inside look and knowledge of the hotels economic operation. 
Moreover, the use of different financial appraisal tools in a real investment case will 
highlight the importance of such decision making tools, focusing on their strength and 
weaknesses, and the formation of an accurate Business Plan will demonstrate its 
usefulness into setting and achieving future financial goals, not only for the case of this 
specific hotel, but also for similar tourism related projects.  
Based on all the above mentioned aims and objectives, the dissertation focuses on 
answering the following questions: 
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• What is the importance of analyzing gathered financial data in a tourist 
business and how can they be used in order to make future financial business 
decisions? 
• How does SWOT analysis help an investment appraisal in the tourism sector? 
• How are financial parameters and metrics, such as Net Present Value (NPV) and 
Internal Rate of Return (IRR), used in an investment appraisal and what are the 
factors that determine whether to proceed or not with the investment? 
• What is the importance of conducting a yearly Business Plan for a Hotel and 
how does it help the management set future goals? 
1.2 Structure of the Study 
The dissertation is separated into three (3) main chapters followed by a chapter of the 
study’s conclusions. Chapter two (2) will include the theoretical framework and 
literature review of the financial and business analysis tools used in the case study, 
chapter three (3) will briefly explain the methodology used during research and 
financial analysis execution and chapter four (4) will include the real case study of the 
hotel. In separate sub chapters of chapter four (4), the analysis of existing financial 
data, the Investment Appraisal and the Business Plan will be presented. 
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2. Theoretical Framework and Literature Review 
In recent years the importance of collecting, storing and analyzing a large amount of 
financial data and using quantitative methods to analyze and graphically present them 
is rapidly increasing. The use of various and complex tools for easier utilization of this 
data for future Business Decisions is gaining ground and sciences such as big data 
analysis are trending worldwide. These Business Decisions are separated into two (2) 
major sub categories: Investment decisions and Financing decisions. Both Investment 
and Financing decisions must coexist together in order create value for the company 
and Financial Analysis is one strong tool which is required in order to make 
appropriate financial decisions. 
Since the need to keep under control both profitability of capital invested and the cost 
of resources from investors, financial management makes use of an integrated system 
of analyses that includes financial statements, ratios, financial planning, investment 
valuation, and capital structure analysis. Each of these tools plays a key role with 
reference to the financial control activity, providing the financial management with a 
wide range of information that helps the company’s investment and financing 
decisions  (Renzetti, 2001). For this reason and in order to proceed with an integrated 
Financial Plan within the company, use of all the above mentioned tools and use of 
existing and past years stored financial data is necessary. The more the data available 
to the financial manager, the easier the access to the data and the clearer the view on 
data behavior and fluctuation, the better and more accurate the Investment and 
Financing decisions.  
Financial Planning process is a crucial first step that prepares the business for a 
successful financial future. This process includes the business management strategies 
that are designed to produce the maximum effectiveness and efficiency from an often 
considerable investment while either accepting imposed corporate social 
responsibilities or setting new and higher standards of sustainable development. These 
are not necessarily separate and independent stages within a planning process, for in a 
business situation the financial implications and possibilities will need to be considered 
at each stage. They are, however, universal components of the planning system and 
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should operate at all levels, be it for a single resort hotel facility, an integrated resort 
complex or a broader urban resort destination  (Murphy, 2008). The above mentioned 
framework is the basis for Financial Planning and Decision Making for the hotel 
studied in this dissertation. The new business idea, that is examined for realization, is 
based upon various theories and case studies that explain the way people’s idea of 
traveling is changing and how people’s needs out of a traveling experience is 
transforming  (Buckley, 2003). Moreover, the decision to proceed with the expansion 
of the hotel, in the form of a multiuse space that will offer different alternative options 
to the traveller and enhance the personal experience of each individual, is 
strengthened by an Investment Valuation or Investment Appraisal. 
In any business, an investment undertaken must be made so that the maximize of the 
property value increases along with any other factor. Budgeting of the investment and 
decision to undertake one, must be integrated with strategic planning, as  investing 
over a certain limit or under a limit, could cause serious consequences for the future of 
the company  (Fayyad et al., 2002). Having said that, a usual problem that many 
companies face, is how to properly use the availability of the company’s assets and 
their dynamic at the correct time. An effective way of capital budgeting aims at 
improving the timing of asset acquisitions and the quality of assets purchased. In this 
case study and by taking into account the dynamic of the hotel’s operation today, a 
deeper financial analysis and the design of an Investment Appraisal is allowed, as both 
the internal and the external environment of the company and the general region are 
very promising.  
In Capital Budgeting many different parameters are used for evaluating a project, 
measuring economic efficiency, and making decisions (Blackwell, 2008). Net Present 
Value (NPV) is considered the most theoretically reliable tool, since it correctly 
measures shareholder value creation  (Brealey et al., 2016). However, in practice, 
many other metrics are used, in particular, relative measures of worth such as internal 
rate of return (IRR), profitability index (PI), modified internal rate of return (MIRR), 
Return On Investment (ROI), etc. While a general consistency among the above 
mentioned metrics such as benefit-cost ratio, profitability index and net future value is 
confirmed, the IRR suffers from several difficulties. Such difficulties prevent the IRR 
from being a generally reliable alternative to NPV-based calculations for the 
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measurement of an investment's economic profitability. Yet, the IRR is still a favoured 
metric in several contexts  (Cuthbert and Magni, 2016). Recently, a more general 
notion of rate of return, labelled AIRR (Average Internal Rate of Return) has been 
developed by Magni (2010, 2013) to overcome certain IRR's difficulties, Magni (2010, 
2013) developed a more general notion of rate of return, based on a capital-weighted 
mean of holding period rates, called Average Internal Rate of Return (AIRR). The AIRR 
approach consists in associating the capital amounts invested in each period with the 
corresponding period returns by means of a weighted arithmetic mean. Magni (2010, 
2013) showed that any AIRR is NPV-consistent: decisions made by an investor who 
adopts NPV are the same as those made by an investor who adopts AIRR. Therefore, 
the AIRR approach is a full substitute of NPV; but while NPV only supplies an overall 
measure economic value created, the AIRR approach decomposes it into the project 
investment scale and the project efficiency. This decomposition cannot be derived 
from a traditional NPV (or IRR) analysis. On the other hand, project ranking with NPV is 
more direct and simple: while it is possible to standardise AIRRs so as to rank projects 
correctly (Magni 2010, 2013), this crucially depends on there being a suitable or 
natural choice of a common capital base which makes the computation of 
standardised AIRRs meaningful and insightful  (Cuthbert and Magni, 2016). 
However, while traditional NPV-consistency is important, under uncertainty, an NPV or 
a rate of return are not the only factors that drive a decision. The investigation of the 
risk factors that mainly influence the value of the objective function is no less 
important  (Marchioni and Magni, 2018).  
Based on all the above mentioned theoretical background, the Investment Appraisal 
conducted in the real case of this dissertation, uses the NPV and IRR traditional 
method to base the decision for implementing the new structural expansion. Despite 
more advanced financial metrics, such as AIRR and MIRR which were discussed 
previously, the Internal Rate of Return (IRR) has been used for years by economists 
and engineers to estimate the profitability (or potential profitability) of projects. Its 
definition is rooted in procedures of Discounted Cash Flow (DCF), a methodology that 
is utilized to “weight” cash flows occurring at the “present time” in some rational way 
so as to represent their value relative to “future” cash flows in later years. When 
coupled with Net Present Value (NPV), IRR forms the necessary second measure of 
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profitability  (Mellichamp, 2017) in a more simple way. Moreover, the case study 
makes an effort to include and take into account potential Opportunities, Threats and 
the risk underlined in order to form a more integrated decision potential, not only 
based on strict economic analysis but on a more integrated level where the up to now 
business brand name, area development, and previous business financial development 
and dynamic. 
On the final part of the dissertation, a Business Plan, which takes into account the new 
investment operation, is designed for year 2021 in order to conclude the Financial 
Analysis of the hotel and to give a holistic set of tools for the hotels’ management in 
order to make the appropriate Financial Decisions and proceed with the realization of 
the investment with a strong financial background and under a solid financial and 
operating framework.  
A well-thought business plan results from the following key activities. The first activity 
is the External Analysis undertaken to determine how the new expansion will help the 
hotel compete in the market present in the area. This is followed by the internal 
analysis, or self-assessment, of the firm’s strengths and weaknesses relative to 
competitors in these markets. The combination of these two activities—the external 
and internal analyses—is often called SWOT analysis because it determines the 
strengths, weaknesses, opportunities, and threats associated with a business. 
Information gleaned from the external and internal analyses drives the development 
of business, implementation, and functional strategies. The third activity is to define a 
mission or vision statement that summarizes where and how the firm has chosen to 
compete. Fourth, objectives are set, and quantitative measures of financial and 
nonfinancial performance are developed (De Pamphilis, 2019). All these steps have 
been implemented in the complete Financial Analysis Framework of this dissertation 
topic. A SWOT analysis has been conducted in order to examine the internal and 
external environment, in which the hotel and the new expansion will operate upon, 
the Vision and Mission statements have been formulated and quantitative measures 
and predictions have been made through the Financial Analysis, Investment Appraisal 
and Business Plan presented in Chapter 4. 
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3. Methodology of the Research 
The dissertation uses a real life Case Study as a mean to examine the usefulness and 
importance of financial analysis, in connection with investment appraisal methods, in 
the tourism sector. Case study designs have been used across a number of disciplines, 
particularly the social sciences, education, business, law, and health, to address a wide 
range of research questions. Consequently, over the last 40 years, through the 
application of a variety of methodological approaches, case study research has 
undergone substantial development. Consequently, various designs have been 
proposed for preparing, planning, and conducting case study research with advice on 
key considerations for achieving success (Harrison et al., 2017). Additionally to this, the 
use of Case Studies in Tourism sector related research serve as operational models 
that illustrate one or more components of different segments of tourism 
entrepreneurship, whether these focus on financial, managerial or operational matters 
(Buckley, 2003).  
With the capacity to tailor approaches, case study designs can address a wide range of 
questions that ask why, what, and how of an issue and assist researchers to explore, 
explain, describe, evaluate, and theorize about complex issues in context. Outcomes 
can lead to an in-depth understanding of behaviours, processes, practices, and 
relationships in context (Harrison et al., 2017). 
In this frame, the Case Study which is part of the dissertation is a deep dive in the 
financial dynamics of an existing hotel. The study and its results will examine the 
significance of financial analysis tools and methods, such as data analysis and future 
project viability analysis in tourism sector related projects or investments.  
More specifically the hotel’s previous years’ financial data were gathered and 
organized into tables and financial graphs. The data was gathered through the hotels 
PMS system which keeps track of many different financial parameters such as 
individual revenues and expenses from each department in the form of daily, weekly, 
monthly and yearly reports. 
Moreover the appraisal of the investment will be examined as a standalone project 
based on financial tools such as the Net Present Value (NPV) and the Internal Rate of 
-9- 
Return (IRR). Finally the added value of the implementation of such a multiuse space in 
the existing hotel infrastructure will be discussed through the use of SWOT and 
Competitive Analysis. 
The business plan will be formed by taking into account not only the future growth 
dynamics of the hotel but the promising growth dynamic of the area in general as well. 
The forecast will take into account the operation of the new investment and will have 
a detailed breakdown of all revenues and expenses based on previous years’ 
experience and assumptions. 
All of the above mentioned actions will not only help the hotel management get a 
better inside look at the financial status, but also assist into taking investment 
decisions. The results will also demonstrate and present a framework which similar 
touristic businesses can utilize in order to succeed financially in the future. 
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4. Case Study 
In this chapter all parts of the financial analysis of the hotel case study will be 
presented. There will be an extensive illustration of how all the financial data were 
collected, what assumptions were made and what all the outcome results mean for 
the present and future of the hotels’ business operation. 
4.1 Financial Analysis 
As the first step, a look in the hotels’ past financial parameter fluctuation was 
conducted in order to understand in what financial terms, numbers and dynamic the 
hotel is operating the last five (5) years. This period is specifically chosen, as five (5) 
years ago, in 2014, the hotels six (6) new suite room’s expansions started operation. It 
was then when the hotel’s present form was firstly realized. Prior to that, the hotel 
was operating under less rooms, lower daily rates and occupancy. The six (6) new 
luxurious suite rooms, increased the hotels capacity, offered the opportunity to pursue 
higher rates and added fame and brand name power. Since then, no other addition 
was implemented and thus this time period, from 2014 to 2018, is a good integrated 
time interval in which to analyze the hotels economic behavior.  
4.1.1 Parameters 
The important financial parameters that were analyzed, are those that give a quick and 
understandable way of how the hotel performed during the last five (5) years. All the 
data were gathered through the hotels PMS system in the form of daily, weekly, 
monthly and yearly reports, along with the help of the hotel’s manager and hotel’s 
accountant.  
The parameters chosen to be presented are yearly: Total Revenue, Total Expenses, 
Gross Revenue, Average Daily Rate (ADR), Occupancy and RevPar. Then, following this 
first glimpse, a more detailed analysis is attempted through a deeper look into each 
department’s Revenues and Expenses. More specifically the Total Revenue is broken 
down into Room Revenue, F&B Revenue, Spa Revenue and Other revenue. Concerning 
the expenses, the financial parameters analyzed are Staff Payroll Expenses, F&B 
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expenses, Energy (Utility) Expenses, Repairs & Maintenance Expenses, Sales & 
Marketing Expenses and Other Expenses. 
4.1.2 Average Occupancy, Average Daily Rate (ADR) and RevPar 
Average Occupancy is monitored as the fraction of how many room nights are sold 
divided by the total available rooms during the year in the hotel. Average Room Rate is 
an indication of what Average Revenue each room sold is generating  (Hong, 2013). 
Finally, the Revenue per Available room is calculated by multiplying a hotel's Average 
Daily Room rate (ADR) by its occupancy rate. RevPAR is used in the hotel industry to 
make an assessment regarding a hotel's operations, and its ability to fill its available 
rooms at an average rate  (Lee, 2019). An increase in a property's RevPAR means that 
its average room rate or its occupancy rate are increasing . 
In Table 1 the aforementioned parameters are shown and in Figure 1 the fluctuation of 
these parameters is presented graphically. 
 Table 1: Hotels Avg. Occupancy, Avg. Room Rate and RevPar during the past five (5) years 
ROOMS 
DEPARTMENT 
2014 2015 2016 2017 2018 
Average Occupancy 51% 53% 64% 69% 70% 
Average Room Rate 113 119 112 125 138 
RevPar 58 63 72 86 96 
 
Fig. 1: Graphic representation of the fluctuation of Avg. Occupancy, Avg. Room Rate and 
RevPar during the past five (5) years 
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What these parameters show, is the increasing trend in both Occupancy and Average 
Rates throughout the last five (5) years. The 2016’s slight drop in Average Room Rate 
can be explained due to a deliberate effort of the hotels management, during the 
unstable political situation of 2015, to increase the hotels dynamic with a lower price 
strategy in order to notably increase the Occupancy. This decision can be considered 
successful as by observing Fig.1, despite lower Average Daily Price, RevPar is steadily 
increasing during the last five (5) years. 
4.1.3 Total Revenue, Total Expenses and Gross Revenue 
All businesses keep proper accounts. This involves the calculation of revenue, costs 
and profit  (Lafley and Charan, 2008). In this section the most important parameters 
that dictate the performance of the business are analysed. More specifically the hotel’s 
yearly Total Revenue, Total Expenses and Gross Revenue are discussed.  
The Total Revenue is obtained by adding up the yearly individual department’s 
revenue. More specifically the yearly Total Revenue includes the Total Rooms Revenue, 
Total F&B Revenue, Total Spa Revenue, including the Laundry service that the hotel 
provides, Total Revenue acquired from organized client Transportation fees, such as 
airport pickups etc. and Cancellation fees, which is revenue acquired through late 
rooms and visit cancelation. 
The Total Expenses are obtained by adding up the yearly individual department’s 
operating and secondary expenses. More specifically, the yearly Operating Expenses 
include all expenses linked with the hotels day to day operation. Most important 
operating expense is the Staff Payroll. Staff Payrolls include the Room Department, the 
F&B Department and the Wellness (Spa) Department. Room Expenses include the 
guest amenities and room supplies, cleaning materials and consumables used in 
housekeeping and expenses made when outsourcing housekeeping laundry. Other 
lesser expenses are also taken into account. F&B cost of Sales include all the expenses 
made in order to supply the F&B department with raw materials and drinks. Spa 
Expenses include amenities used in the wellness department; Maintenance & Energy 
Expenses include expenses for Maintenance for machinery and buildings, spaces 
heating and cooling expenses through petrol, fire wood, hotel’s water supply and 
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electricity. Finally S&M Expenses are the total expenses used for promotion, public 
relations, online Ads expenses and subscriptions in larger groups, such in this hotels 
case, National Geographic Unique Lodges of the World subscription. 
The yearly Gross Revenue is calculated by subtracting the Total yearly Expenses from 
the Total yearly Revenues. 
In Table 2 the aforementioned parameters are shown and in Figure 2 the fluctuation of 
these parameters is presented graphically. In brackets the percentage increase from 
last year is shown. 
Table 2: Hotels Total Revenue, Total Expenses and Gross Revenue during the past five (5) years 
GENERAL 
MANAGEMENT 
2014 2015 2016 2017 2018 
Total Revenue 
601.175 
(-) 
726.490 
(20.85%) 
858.815 
(18.20%) 
1.000.280 
(16.5%) 
1.128.855 
(12.85%) 
Total Expenses 
464.460 
(-) 
582.419 
(25.4%) 
665.678 
(14.3%) 
643.310 
(-3.35%) 
716.520 
(11.40%) 
Gross Revenue 
136.715 
(-) 
144.071 
(5.40%) 
193.137 
(34%) 
356.970 
(85%) 
412.335 
(15.50%) 
 
Fig. 2: Graphic representation of the fluctuation of  the hotel’s Total Revenue, Expenses and 
Gross Revenue during the past five (5) years 
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The table and graphs in this chapter show the increasing trend throughout the last five 
(5) years in both Total Revenue and Total Expenses. As the hotel builds its brand name 
and achieves higher occupancy, and more importantly higher Daily Rates, effort in the 
form of increased expenses is necessary in order to provide higher quality services to 
comply with the higher prices the guest is asked to pay. This results into not only in an 
increase in Revenues but also an increase in Expenses. What is desirable, and in reality 
also achieved, is keeping the rate at which the Expenses increase lower that the rate 
that Revenues increase. As shown in the graph, this is achieved slightly from 2014 to 
2016 and more from 2016 to 2018 as the steady increase in Revenue rate dominates 
the corresponding stability of the Expenses during this second period of the study. 
Those numbers presented in this Chapter are also directly linked to Chapters 4.1.2 
Average Rates, Occupancy and RevPar trends where the slight increase in all 
parameters during the period of the study is observed. The reasons behind this 
significant increase in primarily Revenues and consequentially less in Expenses are 
discussed in the following chapter. 
4.1.4 Revenues and Expenses per Department 
In the previous chapter, Total Revenues and Total Expenses of the last five (5) years 
were presented. In this chapter the individual department revenues and expenses are 
subsequently presented, expressed as segments of total revenue or expenses, 
commonly referred to as sales mix (or business mix)  (Harris, 2002). The Total 
Revenues and Expenses occurring throughout each year will be divided into 
subcategories in order to get a better understanding on how the different sources of 
income change with time, which department or sector of the hotel generates the most 
income or costs and which might need improvements or potential reformative actions.  
As shown in Fig. 2 Total Revenues are steadily increasing during the last five (5) years. 
The reasons behind this increasing trend, involve a significant effort, on the 
managements part, to differentiate the hotels operation, especially during a period of 
politically and economic recession, in order to maintain the lead in the competition. 
The key element to maintain occupancy first, and increase Average Prices as a next, 
more conservative step, was to appeal to not only Greek potential quests, but to 
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attract and introduce the promising and up until then unknown area, to foreign clients 
as well. During past years, and mainly during 2010-2014, a turn in the hotels strategy 
was decided in order to counter the internal economic recession. Significant higher 
budget was used in order to advertise the hotel abroad, introduce it to the wider 
European and world wide audience, include it into hospitalities industry brand names 
and promote it online with Ad campaigns. In parallel, a private collaborative initiative 
by a group of outstanding tourism, catering and activities businesses of the region was 
created. 
Picture 1: Zagori Excellence Network Trademark 
 
ZEN’s aim is to stimulate excellence in the services provided, as well as to promote the 
area as a destination all year round. The hotel’s management was the driving force 
behind the project and stimulated the integrated and organized promotion of the area 
locally in Greece and abroad. Moreover the hotel became part of the Small Luxury 
Hotels of the world in 2010 and member of the first National Geographic Unique 
Lodges of the world portfolio in 2016. Finally, the hotel launched advertising 
campaigns, both digitally and conventionally, in England, Israel, USA, Germany and 
France and took part in well-known and worldwide recognizable exhibitions, like PURE 
in Morocco. 
All the above mentioned facts, managed to alter the target groups the hotel was 
aiming for and steadily and carefully pushed for higher occupancy and average prices 
during, undeniably harsh economic environment. On this basis, as the influx of higher 
standard guests appeared, the expenses needed in order to increase and meet those 
higher standards were in pair increased. Room amenities, Restaurant raw materials 
quality and higher quality of offered products in general, more staff and higher Sales & 
Marketing expenses were segments were internal costs, parallel to Revenues, 
increased. 
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Revenues are divided in the following segments to best represent the hotel’s sections 
that generate revenues: Rooms Revenue, F&B Revenue and Spa Revenue. In Table 3 
the aforementioned parameters are shown and in Figure 3.3 the fluctuation of these 
parameters is presented graphically. In brackets the percentage increase from last year 
is shown. 
Table 3: Total revenue generated per department during the past five (5) years 
 2014 2015 2016 2017 2018 
ROOMS DEPARTMENT      
Room Revenue 457.460 
(-) 
549.045 
(20%) 
627.715 
(14.35%) 
747.165 
(19%) 
836.771 
(12%) 
F&B DEPARTMENT           
Total F&B Revenue 128.950 
(-) 
151.375 
(17.4%) 
185.450 
(22.5%) 
198.750 
(7.20%) 
223.925 
(12.70%) 
WELLNESS DEPARTMENT           
Spa Facilities Revenue 
12.870 (-) 
22.150 
(72%) 
32.370 
(46%) 
42.415 
(31%) 
51.805 
(22%) 
Fig. 3: Graphic representation of total revenue generated per department during the past five (5) years 
 
The Table and graph show the yearly increase, result of all the beforehand discussed 
reasons. Rooms Revenue is the primary driving force of Revenue increase due to their 
dominant role in the nature of business. Still, percentage wise, all departments are 
performing and increasing their efficiency in generating income in a similar way.  
Moving on to Expenses per department, those are divided in the following segments to 
best represent the hotel’s sections that generate costs: Staff Payroll, F&B cost of 
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products, Energy (utilities), Repairs & Maintenance (R&M), Sales & Marketing (S&M) 
and Other expenses. In Table 4 the aforementioned parameters are shown and in 
Figure 4 the fluctuation of these parameters is presented graphically. In brackets the 
percentage increase from last year is shown. 
Table 4: Total expenses generated per Department during the past five (5) years 
 2014 2015 2016 2017 2018 
F&B DEPARTMENT      
Total F&B Expenses 82.298 
(-) 
98.005 
(19.10%) 
101.418 
(3.50%) 
121.640 
(19.95%) 
128.160 
(5.35) 
STAFF PAYROLLS 
     
Rooms Department Payroll 130.743 145.265 162.233 190.900 212.935 
F&B Department Payroll 51.821 100.054 107.493 126.865 138.540 
Accountant Payroll 16.200 16.200 16.200 16.200 16.200 
Total Payroll 198.764 
(-) 
261.519 
(31.60%) 
285.926 
(9.35%) 
333.965 
(16.80%) 
367.675 
(10.10%) 
WELLNESS DEPARTMENT 
     
Spa Facilities Expenses 2.200   
(-) 
1.600                  
(-30%) 
4.590 
(185%) 
4.500               
(-2%) 
3.600 
(220%) 
ENERGY (UTILITIES) COSTS 
     
Total Energy Costs 91.710 
(-) 
63.455                     
(-30.80%) 
73.285             
(15.50%) 
85.750 
(17%) 
72.020 (-
16%) 
REPAIRS - MAINTENANCE 
COSTS      
R&M Operating Expenses 10.830 
(-) 
19.095 
(76.30%) 
22.750 
(19.15%) 
13.375             
(-41.20%) 
25.800 
(92.90%) 
SALES & MARKETING 
     
S & M Operating Expenses 38.560 
(-) 
59.470 
(54.25%) 
103.935 
(74.80%) 
60.680            
(-41.60%) 
66.542 
(9.65%) 
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Fig. 4: Graphic representation of total revenue generated per department during the past five 
(5) years 
 
The information that those numbers and graphs provide is the realization of the steady 
increase in costs mostly for the Payroll expenses, as more employees are hired and 
F&B expenses, as the hotel’s restaurant increases not only its capacity for serving 
customers but the quality and way of serving food as well. Energy costs are fluctuating 
depending mostly on the season temperatures and the need for heating and cooling. 
Repairs and Maintenance take into account occasional refurbishment and failure of 
materials or machines, and due to its random nature of appearance the numbers 
fluctuate. Finally Sales and Marketing costs are increasing as well, with most notable 
maximum in 2016, where the inclusion of the hotel in National Geographic Unique 
Lodges of the World led to a high cost campaign in order for the property to benefit at 
its maximum. The most important aspect though to take away from these data, is the 
constant increase in expenses in an attempt to maintain the hotels high standards, 
high rates and high competition. This strategy is in line with literature proposes  where 
it is widely accepted that the majority of consumer behaviour service quality have a 
significant positive effect on customers’ satisfaction or behavioural intentions (Mun 
and Jang, 2018). Based on all the above mentioned Revenue and Expenses Data and as 
the hotel is reaching high levels of occupancy and average prices, almost at its full 
capacity today, an investment was designed and studied during the past year. This 
investment would help the hotel as a hole, not only to maintain but also increase its 
momentum in its steady strategy to increase potential revenues. This new investment 
assessment will be presented in the next chapter. 
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4.2 Investment Appraisal 
The purpose of investment appraisal is to assess the viability of project, program or 
portfolio decisions and the value they generate. In the context of a business case, the 
primary objective of investment appraisal is to place a value on benefits so that the 
costs are justified (Goetze et al., 2015). As stated before, the investment is a structural 
expansion of a 200m2 building that will house a multiuse social space. The investment 
will help the company achieve its Vision of becoming the best mountain hotel in the 
region. It’s mission is aimed at exploiting the previously unexplored market segment of 
organized conference and gastronomic tourism in the area. The new building will host 
conferences, corporate meetings, culinary workshops as well as Wellness/Fitness 
events (Yoga, Pilates) throughout the year. A plan view of the new multiuse space 
structural expansion is included in the Appendix (Fig. A.1). The decision to move on 
with this specific type of investment was taken after past years’ experience, where 
many companies, both local and international, have approached the hotel in search of 
a suitable place to host their conferences, their employees rewarding meetings and 
train workshops. Moreover, not only local gastronomy producers, but also visitors of 
the area have occasionally expressed the desire to see culinary workshops 
implemented and organized by local establishments which will enhance their own 
experiential visit while giving the producers an opportunity to showcase their local 
products to a wider audience. As a first step, a SWOT analysis has been performed in 
order to assess, on a higher level, the future potential and evaluate the competitive 
gains out of the realization of the investment. 
4.2.1 SWOT Analysis 
Understanding the business environment is central to a strategic planning process. 
Among the most important tools to facilitate such understanding is the SWOT analysis. 
It helps organizations to gain a better insight of their internal and external business 
environment when making strategic plans and decisions by analysing and positioning 
an organization’s resources and environment in four regions: Strengths, Weaknesses, 
Opportunities and Threats (Phadermrod et al., 2016). For the hotels specific multiuse 
space investment the following SWOT analysis has been conducted: 
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S INTERNAL STRENGTHS 
 
W INTERNAL WEAKNESSSES 
1 
The investment will help the hotel develop 
and be promoted in a more integrated way  
1 Space remains unused during no demand 
2 
Gastronomy and Wellness workshops will 
offer a more holistic  experience to guests  
2 Significantly big space to heat/cool/maintain 
3 
Conference, Gastronomy and Wellness 
activities, due to more spacious facilities, 
will trigger more revenue 
 
3 
Difficult and complex staff management for 
the “on demand” use of the space 
4 
Multiuse Space that can fulfill more roles, 
such as Exhibitions or Wedding feasts  
4 Remote and not centralized location 
5 
Attract customers from new market 
segments  
5 
 
6 
Serene and naturally beautiful location as 
unique selling point 
 6  
     
O EXTERNAL OPPORTUNITIES [42] T EXTERNAL THREATS 
1 
No other organized Conference and 
Gastronomy workshop infrastructure in the 
area 
 
1 
Potential competition in the near future as 
Conference, Gastronomy and Wellness 
tourism is starting to trend in the area 
2 
Gastronomic and Wellness tourism is 
starting to trend in the region  
2 
Potential future oil drilling activities in the 
wider region might downgrade the area 
3 Recent Economic and Political Stability 
 
3 Malicious defamation from local competitors 
4 
Eco, Wellness and Experiential Tourism in 
general, is trending world wide  
4 
 
5 
Region is highly supported by European 
Funding Programs  
5 
 
6 
Recent operation of the Ionian Highway 
which connects Southern Greece to Epirus 
 6  
 
Additional to these indications, which appear to encourage such an investment, in the 
following chapter a deeper dive containing the actual economic parameters will be 
performed and a decision, based on economic factors such as the Net Present Value 
(NPV) and the Internal Rate of Return (IRR), will be proposed. 
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4.2.2 Viability of the Investment 
In order to examine the viability of the investment, certain assumptions were made for 
both future Revenues and Expenses that the operation of the new structural addition 
will be based upon. When a proposed project is evaluated, the costs and benefits of 
the project should be evaluated over its foreseeable life. This is usually the expected 
useful life of the non-current asset to be purchased, which will be several years. This 
means that estimates of future costs and benefits call for long-term forecasting. The 
assumptions on which the forecasts are based should be stated clearly. If the 
assumptions are clear, the forecasts can be assessed for reasonableness by the 
individuals who are asked to authorize the spending  (Bodie et al., 2003). In the case of 
the present study, these assumptions draw from already thirteen (13) years of 
experience in operation in the area and can be considered representative and a good 
approach of the reality. Still, as those are assumptions of the future, partial uncertainty 
remains. The period of which the investment will be assessed is set to ten (10) years. 
Gastronomy Workshops 
Gastronomy workshops organized in the new space are predicted to be forty (40) per 
year, almost one per week for the duration of the year. Each event will last for one (1) 
single day and the maximum number of participants will be twenty (20). The revenue 
for the workshop is calculated to be forty (40) euros per attending person. The cost 
related to all the materials, such as F&B or consumables costs, is considered to be 20% 
of the assumed revenue, which translates into eight (8) euros per attending person. 
Participants and event number are considered to increase every year, and for the 
duration of the ten (10) year assessment period, by 8%. 
Conferences and Corporate meetings 
Regarding the conferences and corporate meetings, these are predicted to be one (1) 
per month, or in total (12) per year. Each conference event will last for two (2) days, 
which relates to twenty four (24) conference days of operation the first year and will 
host a maximum of fifty (50) participants. The space’s rental price, considered as a 
revenue, is set at a thousand and two hundred (1.200) euros per event day. The 
revenue regarding the F&B part of the event, such as offered coffee or lunch break 
products or services is predicted to be a thousand (1.000) euros per conference day. 
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The cost of this F&B service is determined to be eight (8) euros per person and 
conference day. Thus, for each conference day, the cost for F&B is four hundred (400) 
euros, taking into account fifty (50) participants. Finally, fifty (50) euros per conference 
day are considered to be consumables costs, such as pencils, pens and paper sheets. 
Conference event number is considered to increase every year, and for the duration of 
the ten (10) year assessment period, by 8% which translates to a one (1) conference 
increase per year. 
Product Sales 
In addition, the newly added space will receive visits from individual guests of the area 
who would want to take a look or buy some of the offered gastronomy products 
available in the facility. It is predicted that every year three hundred (300) individual 
guests and 30% of the conference’s and gastronomy workshops participants will 
proceed with buying products for sale (cheese, meat, wine etc.). The average revenue 
per buyer is assumed to be thirty (30) euros. Accordingly the cost of each product sold, 
taking into consideration their high quality, is considered to be twelve (12) euro per 
product sold (40% of revenue). Potential buyer’s number is considered to increase 
every year, and for the duration of the ten (10) year assessment period, by 8%. 
Wellness events 
Finally Wellness events, such as Yoga or Pilates classes, that will be organized in the 
new space are predicted to be thirty (30) per year. Each event will last for one (1) 
single day and the maximum number of participants will be ten (10). The participation 
revenue is calculated to be twenty five (25) euros per attending person. The direct cost 
related to this kind of events is considered to be zero (0). Participants and event 
number are considered to increase every year, and for the duration of the ten (10) 
year assessment period, by 8%. 
Fixed Costs 
Regarding the fixed costs, it is estimated that two (2) part time employees will be 
required to cover the needs of organizing, preparing and implementing all the above 
mentioned activities during the first five (5) years and three (3) part time employees 
for the next five (5) years of operation. The energy (utilities) costs are predicted to be 
eight thousand (8.000) euros per year, an estimation that is based on previous years of 
experience with the operation of the main hotel unit. The energy costs are predicted 
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to slightly decrease by 3% each year due to a more careful and thoughtful operation of 
all electromechanical equipment as more experience in operating the new space is 
gained. General and Administrative costs are assumed to be five hundred (500) euros 
for the first year with a 5% increase per each subsequent year of operation. Finally the 
Sales and Marketing expenses, which are directly connected to the promotion of the 
new investment, are assumed to be five a thousand (1.000) euros for the first year 
with a 10% increase per each subsequent year of operation. 
All afore mentioned Revenue and Expenses factors, regarding a ten (10) year operation 
of the investment, are presented in tables A.1 – A.4 in the Appendix: Investment Costs 
The new structural expansion will have a bearing structure of concrete with an added 
stone layer around it and will be in line with the areas strict architectural guidelines. All 
the costs for necessary mechanical and electrical equipment, furniture, decoration, WC 
equipment and surrounding spaces configuration are included. In Table 5 the detailed 
costs of the investment are presented. 
 Table 5: Breakdown of Investment Costs used in the investment appraisal 
INVESTMENT COSTS 
   STUDIES - SUPPORT SERVICES  15.000 € INFRASTRUCTURE CONSTRUCTION 145.000 € 
MECHANICAL / ELECTRICAL EQUIPMENT 75.000 € 
SURROUNDINGS 45.000 € 
WINDOW / DOOR FRAMES 35.000 € 
WOODEN FURNITURE 17.500 € 
FURNITURE 9.500 € 
BATHROOM / WC EQUIPMENT 15.000 € 
DECORATION 8.000 € 
LIGHTING 35.000 € 
TOTAL INVESTMENT COST 400.000 € 
Investment Appraisal with the use of financial tools 
The investment appraisal will consider ten (10) years of operation. As stated in the 
previous chapter, the investment total cost is 400.000€. This amount will be 
considered as the initial cash flow in year zero (t=0). The structural expansion is 
assumed to follow straight line depreciation and at the end of the ten (10) year period 
with a remaining salvage value of 280.000€. In this case the annual depreciation is 
considered to be 12.000€. 
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The Total Revenues implemented in the analysis is shown in Table A-2 and Total Costs 
in Table A-4 of the Appendix. Net Cash Flows (NCF) of each year are calculated and 
shown in Table A-5 in the Appendix. The taxes are considered to be 24%. 
4.2.3 Weighted Average Cost of Capital (WACC) 
In order to proceed with the investment appraisal, the cost of capital has to be 
calculated. The cost of capital is a rate that the investment has to overcome in order to 
generate value  (Dayananda et al., 2002). It consists of out of the cost of Debt and the 
cost of Equity.  
The equation in order to calculate the WACC of the investment is the following: 
    Eq.11 
Where: 
W = the weight of each component 
Re = Cost of Equity 
Rd = Cost of Debt 
For the investment a 70-30% weight of Cost of Equity and Debt will be chosen. 
4.2.4 Cost of Debt 
The cost of Debt (rd) is assumed to be 10% and is considered to be a reasonable value. 
4.2.5 Cost of Equity 
The cost of Equity is the required return on the investment by the shareholders and 
takes into account the risk undertaken by the investors  (Tiffin, 1999). The equation in 
order to calculate the Cost of Equity (re) of the investment is the following:  
  Eq. 2 1 
Where: 
rf = Risk free rate of the Market 
β = Beta 
rm = Expected Return on the Market 
1 Bas, E. (2013). A robust approach to the decision rules of NPV and IRR for simple projects. -25- 
The risk free rate of the Market and the Expected Return on the Market values are 
taken from real time online sources (Source: market-risk-premia.com). In September 
2019, the Risk free rate had a value of approximately -0.60% and the Expected Market 
Return a value of approximately 9% as shown in the figure below. 
 
Figure 5: Market Return and Risk free rates in Greece (September 2019) 
The Beta (β) is a measure of non-diversifiable risk for any asset and can be measured 
by the covariance of its returns with returns on a market index  (Tsay, 2008). In this 
investment the Beta (β) value is assumed to be 1.5.  
With those parameters the Cost of Equity is calculated to be re = 13.80% 
Finally the Cost of Capital for the investment in calculated by using Eq. 1. 
WACC = 0.5 * re + 0.5 * rd = 11.9% 
4.2.6 Net Present Value (NPV) 
The net present value is the sum of the present values of all cash flows from the 
investment. The formula in order to calculate the NPV of the investment is the 
following: 
      Eq. 3 1 
Where: 
-Co = Initial Investment 
Ci = Cash flow at t = i 
r = Cost of capital 
1 Bas, E. (2013). A robust approach to the decision rules of NPV and IRR for simple projects. -26- 
T = Year T 
NPV is a direct measure of how well this project will meet the goal of increasing 
wealth. A positive value of the NPV parameter is an indication that the project will add 
value to the hotel and that the wealth of the investor will increase. The Cost of Capital 
(r) used in order to calculate the NPV of the investment is the Weighted Average Cost 
of Capital (WACC), a parameter which was calculated in the previous chapter.  
4.2.7 Internal Rate of Return (IRR) 
The internal Rate of Return (IRR) is the discount rate that sets the net present value 
equal to zero. In simple words it is the actual return of the investment. In the case of 
this investment the IRR is calculated with a trial an error method by using the IRR 
Excel. 
Both Net Present Value (NPV) and Internal Rate of Return (IRR) results are presented in 
Table A-5 of the Appendix. 
4.2.8 Results Discussion 
The final results of the investment appraisal are a marginally positive Net Present 
Value (NPV) of 21.655 euro and a satisfactory Internal Rate of Return (IRR) of 14%. 
Both these parameters render the investment viable and profitable and reinforce the 
decision to proceed with the realization of the business idea. 
Despite not achieving a significant NPV value within the strict economic terms, where 
the investment has to be appraised within its own distinct operation, the holistic 
added value of the new building with its unique potential to the existing complex is 
very substantial and important. This holistic view will be analyzed and discussed in the 
next chapter, where a detailed business plan of the integrated hotel’s operation, with 
the inclusion of the new multiuse space, will be presented. 
4.3 Business Plan 
The Business Plan presented in this chapter will include a detailed analysis of the 
hotels Revenues and Expenses during the 2021 year of operation. Certain assumptions 
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for the different financial parameters, which are mostly based on previous years of 
experience, will be discussed and explained in depth.  
The completion of the structural expansion, and the inclusion of this new multiuse 
space to the already existing hotel infrastructure, is set for the end of 2020. For this 
reason the Business Plan that will best depict the impact and effect of the new 
addition is the one of 2021.  
Most important parameters that all Revenue and Expenses sub categories draw upon 
or are calibrated upon, based on previous years, are Average Monthly Occupancy and 
Average Daily Room Rate. These two parameters are the ones that set the budget 
target for desirable financial performance each given month and year. As discussed in 
the previous chapter 4.1, Average Monthly Occupancy during the recent past two (2) 
years has already almost reached its peak potential and the strategic effort is focused 
recently into increasing the Average Room Rates and decreasing specific cost 
categories in order to increase the profit margin. All of these strategic targets are 
represented in the Business Plan of 2021, where Average Monthly Occupancy is only 
very slightly predicted to increase, whilst the Average Room Rate is slightly increasing, 
following trends of last years (see Fig. 3.1). 
4.3.1 Revenues 
The projected Average Revenues are separated into the following sub categories: 
Rooms Department Revenue, F&B Department Revenue, Wellness Department 
Revenue and Other Revenue. Moreover the New Expansion Revenue generated from 
the operation of the multiuse space is taken into account.  
Each of these categories is divided into more specific segments which better imprint 
and outline the sources of revenue. More specifically Table 6 presents this 
categorization. 
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Table 6: Hotel’s sub categories that generate revenue 
ROOMS 
DEPARTMENT 
F&B 
DEPARTMENT 
WELLNESS 
DEPARTMENT OTHER 
EXPANSION 
REVENUE 
Rooms Revenue 
Breakfast 
Revenue 
Spa 
Treatments 
Revenue 
Transportation 
Revenue (Paid Service) 
Expansion 
Revenue 
Restaurant 
Revenue Laundry Revenue 
Mini Bar 
Revenue Bar Revenue Gift Shop Revenue 
 
Room Revenue is the multiplication of the Occupied Rooms per month and the Average 
Daily Room Rate. 95% of this Revenue is considered to be Room Revenue and 5% is 
allocated as Breakfast Revenue. Moreover, consecutive years of operation experience 
and data collection provide the ability to calibrate each Revenue sub category and 
recognize a specific trend or pattern they appear to follow. This trend has been studied 
and applied in all the following assumptions in order to predict future parameter 
fluctuation. 
• 20% of Total Room Revenue is assumed to be Restaurant Revenue 
• 8-10% of Total Room Revenue is assumed to be Bar Revenue 
•  8-10% of Total Room Revenue is assumed to be Spa Treatments Revenue 
• 1% of Total Room Revenue is assumed to be Transportation Revenue 
• 1% of Total Room Revenue is assumed to be Laundry Revenue 
• 0.5% of Total Room Revenue is assumed to be Mini Bar Revenue 
• Gift Shop Revenue is generally assumed as there is a lack of recorded data 
• The new Expansion Revenue is directly taken by the analysis presented in 
Chapter 4.2. Yearly fluctuation of the events has been taken into account by 
considering that more busy months (April to October) will attract more events. 
The complete 2021 Business Plan with the monthly predicted level of Revenues 
and Expenses is presented in the Appendix. 
4.3.2 Operating Expenses 
The projected Average Expenses are separated into the following sub categories: Staff 
Payrolls, Commissions, Energy Costs, Water Supply, Telecommunications, Municipality 
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Fees, Laundry, Installation Maintenance, Amenities, Housekeeping Consumables, F&B 
Supplies, Banking, Miscellaneous, Advertisement, Fixed Management, Insurance, Cars, 
Complimentary and Various. Moreover the New Expansion Expenses generated from 
the operation of the multiuse space is taken into account and distributed into each 
according category. 
Each of these categories is divided into more specific segments which better imprint 
and outline the sources of costs. More specifically Table 7 presents this categorization. 
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Table 7: Hotel’s sub categories that generate expenses 
STAFF PAYROLLS COMMISIONS ENERGY COSTS WATER SUPPLY TELECOMMUNICATIONS 
Staff Payroll Online Commisions Booking Engines Petrol 
Water Supply 
 
 
 
Telecommunication 
 
 
 Staff Accomodation Online Commisions Fire wood 
Staff Transportation 
Tour 
Operators/Agent 
Commissions 
Electricity 
    Gas 
    Car Fuel     
MUNICIPALITY  LAUNDRY INSTALLATION MAINTENANCE AMENITIES 
HOUSEKEEPING 
CONSUMABLES 
Municipality Fees  External Laundry Service  
Equipment/Machinery 
Maintenance Room Amenities 
Household 
Consumables 
    Buildings Maintenance 
Spa-Pool Amenities 
  
  
Spa-Pool 
Consumables 
  
  
    IT Maintenance 
    Gardens Maintenance 
F&B SUPPLIES BANKING MISCELLANEUOUS ADVERTISMENT FIXED MANAGEMENT 
Various Food 
Banking Fees 
 
 
 
 
 
 
 
Post Public Relations 
Fixed Management 
 
 
 
 
 
 
 
Soft Drinks - Beers Decorations/Misc. Replacements 
Online Advestisment 
Support 
Alcoholic Beverages - 
Wines Various Online Ads Costs 
Coffee   Advestisment and Promotion Coop. 
Fruit – Vegetables 
   Subscriptions 
Meat 
   Exhibitions 
Fish 
   Promotion 
Gastro Events Food 
Cost     
INSURANCE CARS COMPLIMENTARY VARIOUS   
Property Insurance  Cars Service/Maintenance Complimentary Stays 
Misc. Costs 
(Furniture, Hardware 
etc.) 
  
Fire Insurance 
          
Cars Insurance          
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Staff Payroll 
As shown in Table 4 and Figure 4 of Chapter 4.1, staff payroll is the highest of all 
expenses for the operation of the hotel. The hotel is in operation all year around and 
the number of staff is stable throughout the year with two (2) peak months in the 
summer, July and August, requiring the hiring of one (1) additional staff members, full 
time or part time.  
For the operation of the new multiuse space, two (2) part time employees will be 
required to cover the needs of organizing, preparing and implementing all the above 
mentioned activities.  
In 2021 the hotel is expected to operate in total with twenty six (26) staff members 
spread throughout each department and two (2) accountants. In the following Table 8, 
all required Staff Number and Staff Salaries are presented. 
Table 8: Staff number and Staff Salaries used in the business plan 
STAFF PAYROLL 
Staff Num. Staff 
Montlhy 
Salary Insurance 
Total 
Monthly 
Extra 2 
Salaries Yearly 
Costs 
Manager 1 1.300 240 1.540 3.080 
Reception 3 850 335 2.885 5.770 
Housekeeping 4 800 300 3.500 7.000 
Laundry 1 750 325 1.075 2.150 
Maintenance 2 800 320 1.920 3.840 
Restaurant Service 5 800 350 4.350 8.700 
Chef Breakfast 1 750 300 1.050 2.100 
Executive Chef 1 420 - 420 0 
Chef 1 1 1.350 350 1.700 3.400 
Chef 2 2 800 350 1.950 3.900 
Dish Washer 1 750 300 1.050 2.100 
Spa-Wellness 2 700 270 1.670 3.340 
Accountant 2 850 300 2.000 4.000 
New Expansion 2 850 300 2.000 4.000 
Total Staff 28 11.770 4.040 27.110 53.380 
      
Total Monthly Salary Cost 31.558   
Extra Salary Cost for High Season 2.300   
Total Yearly Salary Cost 381.000   
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The Business plan takes into account rental costs for a room and fuel costs for the 
hotel’s manager accommodation and transportation. 
Commissions 
There are three (3) segments that generate commission costs. Online Booking Engines, 
Web site’s Booking engine and Tour Operators/Agent Commissions. Despite Online 
Booking Engines commissions being the highest and despite the strategic effort to 
detach from those and impel customers to book through other means, still the 
percentage of bookings made directly from booking engines such as Booking.com is 
the highest. For 2021 the following predictions and costs are made: 
• 45% of bookings will be made through Online Booking Engines with a 20% 
commission on the Sale price 
• 20% of bookings will be made through the Hotel’s Web site with a 3% 
commission on the Sale price 
•  15% of bookings will be made through Tour Operators/Agents with a 18% 
commission on the Sale price 
Energy (Utilities) Costs 
Energy Costs is another significant cost due to the Hotel’s mountainous surroundings. 
The hotel experiences cold winters and chill to warm summers. Energy costs are 
predicted based on past years’ experience. Highest energy costs are Petrol and 
Electricity for heating the hotels spaces and Car Fuel. Water Supply and 
Telecommunication costs are significantly less. Municipality fees are 0.6% of Total 
Revenue  after Tax. Additional energy costs produced by the operation of the new 
expansion are included in the 2021 Business Plan and taken from the calculations 
made in Chapter 4.2. 
Installation Maintenance 
Costs for Maintaining and Repairing structural, electromechanical equipment and 
surrounding area (Gardens Maintenance) are predicted based on past years’ 
experience and include the operation of the new structural expansion. 
Amenities and Consumables 
Amenities and Consumables costs include the Room and Spa Amenities offered to 
guests and all Housekeeping and Spa consumables. Due to targeted higher Services 
Quality a 10% increase from last year’s costs is assumed. 
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F&B Supplies 
F&B costs are monitored and divided into various categories in order to keep a 
detailed register of different raw material costs. From past years’ experience, F&B 
costs can easily get out of hand, especially as higher quality of services is offered. F&B 
costs are assumed to be a percentage of the revenue from F&B sales generated from 
Restaurant and Bar operation. For 2021 the cost assumptions are based onto previous 
years’ of experience and available data calibration. 
• 20 % of Total F&B Revenue is assumed to be Various Food Costs 
• 2.5 % of Total F&B Revenue is assumed to be Soft Drinks-Beers Costs 
• 9 % of Total F&B Revenue is assumed to be Alcoholic Beverages-Wines Costs 
• 3 % of Total F&B Revenue is assumed to be Coffee Costs 
• 8 % of Total F&B Revenue is assumed to be Fruit-Vegetable Costs 
• 6 % of Total F&B Revenue is assumed to be Meat Costs 
• 1.5 % of Total F&B Revenue is assumed to be Fish Costs 
• The new hotels expansion F&B costs for Workshops and Conferences has been 
calculated in Chapter 4.2 and included in the 2021 Business Plan 
Banking and Miscellaneous 
Banking and Miscellaneous costs are predicted based on past years’ experience and 
include the operation of the new structural expansion. 
4.3.3 Secondary Expenses 
The projected Secondary Expenses are the expenses that are not directly related to the 
day to day operation of the hotel and are separated into the following sub categories: 
Sales and Marketing, Fixed Management, Insurances, Cars Maintenance, 
Complimentary and Various. Moreover the New Expansion Secondary Expenses 
generated from the operation of the multiuse space is taken into account and 
distributed into each according category. 
Each of these categories is divided into more specific segments which better imprint 
and outline the sources of costs. More specifically Table 9 presents this categorization. 
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Table 9: Hotel’s sub categories that generate secondary expenses 
SALES AND 
MARKETING 
FIXED 
MANAGEMENT INSURANCE CARS 
Public Relations Fixed Management Property Insurance  
Cars 
Service/Maintenance 
Online Advestisment 
Support 
  
Fire Insurance    
Online Ads Costs Cars Insurance    
Advestisment and 
Promotion Coop.     
Subscriptions     
Exhibitions      
New Expansion 
Promotion     
COMPLIMENTARY VARIOUS   
Complimentary Stays 
Misc. Costs 
(Furniture, Hardware 
etc.)   
 
Sales & Marketing 
Sales & Marketing cost is a significant cost for the hotel. It is the integrated cost for all 
the necessary actions in order to promote the hotel through online means and mass 
media, to participate in tourism industry exhibitions and to pay the fees of 
membership in specific high resonance groups for brand name perception such as 
National Geographic Unique Lodges of the World.  
For 2021 the expenses that have been included for Sales & Marketing are taking into 
account a steady monthly fee for external Public Relations support, a significant 
amount for Online Ads Campaigns and social media support, three (3) advertisement 
campaigns in collaboration with an UK advertisement company, a small amount for 
paid publications and a fixed cost for the yearly participation in the Morocco PURE 
exhibition. The new expansion’s promotion is also included in the 2021 Business Plan. 
Fixed Management 
The hotel is paying a small amount every year for external fixed management support. 
Insurances 
Insurance costs include the necessary expenses for Property, Fire and Cars insurance. 
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Cars Service and Maintenance 
Cars Service and Maintenance costs include all the expenses for keeping cars used for 
customer and staff transportation up to safe condition. 
Complimentary 
Complimentary costs are all expenses related to complimentary stays 
Various 
Various costs include expenses for buying new furniture, hardware etc. 
The analytical 2021 Business Plan which includes all the above mentioned Revenues 
and Expenses of each different category and the final Total Revenue, Total Expenses 
and Total Gross Revenues parameters is presented in the Appendix. 
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Conclusions 
The dissertation focused on a real case study and an integrated financial analysis for a 
mountain eco lodge located in the Epirus region in Greece. The study and work 
presented here has furthermore a strong personal feeling attached to it as the 
realization and management of this hotel is part of a family run business and a life 
project. The eco lodge is dedicated to promote the region of Zagori, not only locally in 
Greece, but all around the world in an eco-friendly, sustainable way while at the same 
time conserving and highlighting the local natural beauty, tradition and culture which 
dates many centuries back. 
The aim and objectives that were specifically set as research questions in Chapter 1.1 
of the dissertation were given context and answered throughout the study and are 
summarized subsequently. Regarding the implementation of a real case study for 
studying different financial issues proved to be a unique and successful way to 
highlight the importance of using different financial tools for running and planning for 
investment for similar businesses in the tourism sector. The overall application of 
different financial analysis tools on an existing hotel business provides not only the 
hotel management with a detailed inside look of the hotel financial status and 
investment potential but an integrated methodology for other tourism businesses as 
well which wish to enhance their financial management or decide upon future 
investments.  
Regarding the dissertation hotel’s case and as a first step, the Financial Analysis of the 
yearly operation of the last five (5) years has been presented. Financial Data for this 
past period were gathered in the form of daily, weekly, monthly and yearly reports and 
organized into useful sub categories and parameters. The parameter fluctuation during 
the period of study, such as Total Revenue and Total Expenses, has been presented 
and discussed. On this topic, Total Revenue appears to have a higher rate of increase 
compared to the increase in Total Costs. This difference rate of increase, presented 
both in numbers and graphically, is promising for the future and  forms a solid base for 
optimism and expectance of even higher future revenue growth. Moreover the further 
break down in department level analysis of Total Revenues and Total Costs helps the 
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management have a clear view of how different sections of the hotel are operating 
and performing. 
Following the financial parameter analysis and based in past years positive results, the 
business idea of a multiuse structural expansion which will host various culinary, 
conference and wellness events has been appraised with the use of a SWOT analysis 
and the use of accurate financial data estimated from past year experience of every 
day operation and general management decisions. SWOT analysis offered a realistic 
look at the strength and weaknesses of the investment and on which opportunities it 
drives upon or what threats it is potentially facing. Factors such as the unexplored and 
unexploited market segment of organized conference, wellness and culinary tourism in 
the area, as well as the demand for such events is the driving force behind the 
investment idea and will of implementation. Additionally the new multiuse space will 
add an extra layer of experiential tourism potential and will boost the hotels present 
brand name even further. Past years’ experience will help in the day to day operation 
in terms of staffing, energy consumption management, promotion and maintenance.    
Financially, the methods used to appraise this investment are Net Present Value (NPV) 
and Internal Rate of Return (IRR). The results showed a low positive NPV value of 
21.655 euros and an encouraging IRR value of 14%. Despite the low NPV value, the 
investment will add value to the already existing hotel cluster beyond the strict 
investment analysis. Having all these facts in mind, proceeding with the investment in 
the near future is suggested. 
Finally, a Business Plan for year 2021 which includes the operation of the new multiuse 
space has been formed and analyzed. The Business Plan has a detailed presentation of 
all Revenues and Expenses that the hotel will be generating in each of its departments 
based on past years financial activities and future strategic planning. The business 
plans considers a slight increase in both Average Daily Rates (ADR) and Occupancy. 
Expenses are also expected to increase in a lower rate compared to the Revenues and 
the overall result is an optimistic slight increase in Gross Revenue for year 2021. 
Having thoroughly examined all the above mentioned financial factors and 
parameters, the general conclusion for the hotel’s performance is an optimistic view of 
the near future with a continued steady increase in revenues and an exciting opening 
towards a new unexplored market segment.  
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Regarding some limitations of financial data analysis, which is based on previous years 
gathered data and assumptions for the future, is the fact that the more the data and 
the more accurate the data, the better the analysis and the more accurate the 
predictions. Lack of consistent monitoring of different financial parameters can lead to 
inability of smooth and unhindered day to day operation and unreliable future 
investment planning. That said, and as it has been highlighted in the present 
dissertation case study, it is recommended for tourism businesses to keep a good and 
organized track of previous years financial parameters in order to be able to utilize all 
the available information for optimizing their day to day operation and investment 
decisions. Moreover, awareness of the competition surrounding the company’s 
environment and knowledge of its internal and external strengths, weakness, threats 
and opportunities is key for constant adaptation in the ever changing business 
environment. Realizing the need and correct timing for improvement and change is 
crucial and use of tools such as SWOT or Competition analysis is suggested in order to 
achieve this. When investing, tourism businesses should use the different investment 
appraisal tools available in order to best set up their investment plan. Keeping in touch 
with latest trends on investment appraisal procedures can offer a valuable framework 
to best proceed with accurate predictions and investments. Finally, every hotel 
business that is evolving needs a well thought and executed yearly Business Plan in 
order to have a solid future goal plan to stick to and pursue. Setting Specific, 
Measurable, Attainable, Relevant and Time-bound yearly goals through the mean of a 
well formed Business Plan is a crucial step that every tourism business should 
implement into its yearly strategic planning. 
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 Appendix 
Table Α.1: Expected yearly number of event days and participants  
  
*Increase percentage per year 8% SALES OF PRODUCTS AND SERVICES 
Category of Products and 
Services 
Units 
Planned activity 
2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 
Quantities 
Conferences' Operation 
           
Facility Rental Event Days 24 26 28 30 32 35 38 41 44 48 
Food and Beverage Event Days 24 26 28 30 32 35 38 41 44 48 
Gastronomy Workshops 
           
Participation Participants 800 864 933 1.008 1.089 1.176 1.270 1.372 1.482 1.601 
Gastro. Products Sales 
           
Participation Participants/Visitors 900 972 1.050 1.134 1.225 1.323 1.429 1.543 1.666 1.799 
Wellness Events 
           
Participation Participants 300 324 350 378 408 441 476 514 555 599 
Table Α.2: Expected yearly revenue from activities organized in the new multiuse space  
    
REVENUE ANALYSIS 
Category of Revenue 
Unit 
Price 
Planned activity 
2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 
Revenue 
Conferences' Operation                       
Facility Rental 1.200 28.800 31.200 33.600 36.000 38.400 42.000 45.600 49.200 52.800 57.600 
Food and Beverage 1.000 24.000 26.000 28.000 30.000 32.000 35.000 38.000 41.000 44.000 48.000 
Gastronomy Events                       
Participation 40,00 32.000 34.560 37.320 40.320 43.560 47.040 50.800 54.880 59.280 64.040 
Gastro. Products Sales                       
Participation 30,00 27.000 29.160 31.500 34.020 36.750 39.690 42.870 46.290 49.980 53.970 
Wellness Events 
           
Participation 25,00 7.500 8.100 8.750 9.450 10.200 11.025 11.900 12.850 13.875 14.975 
              TOTAL REVENUE 119.300 129.020 139.170 149.790 160.910 174.755 189.170 204.220 219.935 238.585 
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Table Α.3: Expected yearly operation costs generated from the new multiuse space 
    
OPERATION COST ANALYSIS 
Category of Costs 
Unit 
Cost 
Planned activity 
2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 
Op. Costs 
Conferences' Operation                       
Facility Rental 400 9.600 10.400 11.200 12.000 12.800 14.000 15.200 16.400 17.600 19.200 
Food and Beverage 50 1.200 1.300 1.400 1.500 1.600 1.750 1.900 2.050 2.200 2.400 
Gastronomy Events                       
Participation 8,00 6.400 6.912 7.464 8.064 8.712 9.408 10.160 10.976 11.856 12.808 
Gastro. Products Sales                       
Participation 12,00 10.800 11.664 12.600 13.608 14.700 15.876 17.148 18.516 19.992 21.588 
Wellness Events                       
Participation 0,00 0 0 0 0 0 0 0 0 0 0 
            
              TOTAL COSTS 28.000 30.276 32.664 35.172 37.812 41.034 44.408 47.942 51.648 55.996 
 
Table Α.4: Expected yearly total costs generated from the new multiuse space 
   
TOTAL COSTS ANALYSIS 
Category of Costs 
Planned activity 
2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 
Tot. Costs 
 
                    
Staff Payroll 14.500 14.500 14.500 14.500 14.500 21.750 21.750 21.750 21.750 21.750 
Operation Costs 28.000 30.276 32.664 35.172 37.812 41.034 44.408 47.942 51.648 55.996 
Energy Costs 8.000 7.760 7.527 7.301 7.082 6.870 6.664 6.464 6.270 6.082 
General and Administrative 500 525 551 579 608 638 670 704 739 776 
Sales and Marketing 1.000 1.100 1.210 1.331 1.464 1.611 1.772 1.949 2.144 2.358 
             TOTAL COSTS 52.000 54.161 56.452 58.883 61.466 71.903 75.263 78.808 82.550 86.961 
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Table Α.5: Investment Appraisal with the NPV and IRR method 
INVESTMENT APPRAISAL 
    Planned activity 
   2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 
Years 0 1 2 3 4 5 6 7 8 9 10 
Extension Investment -400.000           
Total Revenues  119.300 129.020 139.170 149.790 160.910 174.755 189.170 204.220 219.935 238.585 
Total Expenses  52.000 54.596 57.336 60.228 63.286 66.962 70.827 74.891 79.168 84.131 
Depreciation   12.000 12.000 12.000 12.000 12.000 12.000 12.000 12.000 12.000 12.000 
EBIT  55.300 62.424 69.835 77.562 85.624 95.793 106.343 117.329 128.767 142.454 
Taxes  13.272 14.982 16.760 18.615 20.550 22.990 25.522 28.159 30.904 34.189 
NCF -400.000 54.028 59.442 65.074 70.947 77.074 84.803 92.821 101.170 109.863 120.265 
PV of NCF -400.000 47.957 46.833 45.509 44.041 42.468 41.475 40.295 38.985 37.577 36.513 
NPV 21.653 IRR 14% 
         
Table Α.5-1: Investment Appraisal Parameters 
 
 
 
 
 
 
 
 
 
 
 
Rf -0,60% 
Rm 9,00% 
b 1,5 
Cost of Equity (re) 13,80% 
  % Long Term Debt 30% 
% Equity 70% 
Cost of Debt (rd) 10,00% 
  WACC 12,66% 
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     BUSINESS PLAN 2021   
   January February March April May June July August September October November December SUM 2021 
Operating Days 20 28 31 30 31 30 31 31 30 31 30 31 354 
Available Rooms 24 24 24 24 24 24 24 24 24 24 24 24 24 
Available Room Nights 480 672 744 720 744 720 744 744 720 744 720 744 8.496 
Occupied Room Nights 280 340 400 600 580 570 600 700 620 630 420 530 6.270 
Average Occupancy % 58,33% 50,60% 53,76% 83,33% 77,96% 79,17% 80,65% 94,09% 86,11% 84,68% 58,33% 71,24% 73,80% 
Average Daily Room Rate 150 125 130 140 125 140 150 165 130 135 125 160 140,55 
Room Revenue 42.000 42.500 52.000 84.000 72.500 79.800 90.000 115.500 80.600 85.050 52.500 84.800 881.250 
Occupancy % over hole year 4,47% 5,42% 6,38% 9,57% 9,25% 9,09% 9,57% 11,16% 9,89% 10,05% 6,70% 8,45% 100,00% 
REVENUES 
                 
ROOMS DEPARTMENT January February March April May June July August September October November December SUM 2021 
Rooms Revenue 39.900 40.375 49.400 79.800 68.875 75.810 85.500 109.725 76.570 80.798 49.875 80.560 837.188 
Mini Bar Revenue 210 213 260 420 363 399 450 578 403 425 263 424 4.406 
Rooms Department Revenue 40.110 40.588 49.660 80.220 69.238 76.209 85.950 110.303 76.973 81.223 50.138 80.984 841.594 
                 
F&B DEPARTMENT                           
Breakfast Revenue 2.100 2.125 2.600 4.200 3.625 3.990 4.500 5.775 4.030 4.253 2.625 4.240 44.063 
Restaurant Revenue 8.400 8.500 10.400 16.800 14.500 15.960 18.000 23.100 16.120 17.010 10.500 16.960 176.250 
Bar Revenue 3.360 3.400 4.160 6.720 5.800 6.384 7.200 9.240 6.448 6.804 4.200 6.784 70.500 
Total F&B Revenue 13.860 14.025 17.160 27.720 23.925 26.334 29.700 38.115 26.598 28.067 17.325 27.984 290.813 
                 
WELLNESS DEPARTMENT                           
Spa Treatments Revenue 3.360 3.400 4.160 6.720 5.800 6.384 7.200 9.240 6.448 6.804 4.200 6.784 70.500 
Total Wellness Revenue 3.360 3.400 4.160 6.720 5.800 6.384 7.200 9.240 6.448 6.804 4.200 6.784 70.500 
                 
OTHER                           
Transportation Revenue (Paid 
Service) 420 425 520 840 725 798 900 1.155 806 851 525 848 8.813 
Laundry Revenue 420 425 520 840 725 798 900 1.155 806 851 525 848 8.813 
Gift Shop Revenue 300 300 300 300 300 300 300 300 300 300 300 300 3.600 
Total Other Revenue 1.140 1.150 1.340 1.980 1.750 1.896 2.100 2.610 1.912 2.001 1.350 1.996 21.225 
                 
EXPANSION REVENUE                           
Expansion Revenue 4.542 5.515 6.488 11.895 11.498 11.300 11.895 13.877 12.291 10.219 6.812 8.597 119.300 
Total Expansion Revenue 4.542 5.515 6.488 11.895 11.498 11.300 11.895 13.877 12.291 10.219 6.812 8.597 114.928 
                 
TOTAL REVENUE 63.012 64.677 78.808 128.535 112.211 122.123 136.845 174.145 124.222 128.313 79.825 126.345 1.339.060 
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 OPERATING EXPENSES 
STAFF PAYROLLS January February March April May June July August September October November December SUM 2021 
Staff Payroll 31.558 31.558 31.558 31.558 31.558 31.558 32.708 32.708 31.558 31.558 31.558 31.558 381.000 
Staff Accomodation 700 700 700 700 700 700 700 700 700 700 700 700 8.400 
Staff Transportation 200 200 200 200 200 200 200 200 200 200 200 200 2.400 
Total Staff Costs 32.458 32.458 32.458 32.458 32.458 32.458 33.608 33.608 32.458 32.458 32.458 32.458 391.800 
                 
COMMISSIONS                           
Online Commissions Booking Engines 3.780 3.825 4.680 7.560 6.525 7.182 8.100 10.395 7.254 7.655 4.725 7.632 79.313 
Online Commissions Expedia 252 255 312 504 435 479 540 693 484 510 315 509 5.288 
Tour Operators/Agent Commissions 1.134 1.148 1.404 2.268 1.958 2.155 2.430 3.119 2.176 2.296 1.418 2.290 23.794 
Total Commision Costs 5.166 5.228 6.396 10.332 8.918 9.815 11.070 14.207 9.914 10.461 6.458 10.430 108.394 
                 
ENERGY COSTS                           
Petrol 2.500 2.500 2.000 1.500 0 0 0 0 0 1.500 2.000 2.500 14.500 
Fire wood 700 500 0 0 0 0 0 0 0 0 500 700 2.400 
Electricity 4.500 4.500 4.500 4.500 4.000 4.000 4.000 4.000 4.000 4.000 4.500 4.500 51.000 
Gas  330 330 330 330 330 330 330 330 330 330 330 330 3.960 
Car Fuel 1.000 900 1.000 1.000 1.100 1.200 1.200 1.200 1.100 1.000 900 1.000 12.600 
Total Energy Costs 9.030 8.730 7.830 7.330 5.430 5.530 5.530 5.530 5.430 6.830 8.230 9.030 84.460 
                 
WATER SUPPLY                           
Water Supply 550 550 550 550 650 700 800 800 700 550 550 650 7.600 
Total Water Supply Costs 550 550 550 550 650 700 800 800 700 550 550 650 7.600 
                 
TELECOMMUNICATIONS                           
Telecommunication  300 300 300 300 300 300 300 300 300 300 300 300 3.600 
Total Telecommunication Costs 300 300 300 300 300 300 300 300 300 300 300 300 3.600 
                 
MUNICIPALITY                            
Municipality Fees  287 295 359 586 512 557 624 794 566 585 364 576 6.106 
Total Municipalty Costs 287 295 359 586 512 557 624 794 566 585 364 576 6.106 
                 
LAUNDRY                           
External Laundry Service  150 150 200 250 350 350 350 350 250 250 150 250 3.050 
Total Laundry Costs 150 150 200 250 350 350 350 350 250 250 150 250 3.050 
                 
INSTALLATION MAINTENANCE                           
Equipment/Machinery Maintenance 1.000 1.000 800 800 900 1.000 1.000 1.000 900 900 900 1.000 11.200 
Buildings Maintenance 600 600 200 200 200 200 200 200 200 200 200 400 3.400 
IT Maintenance 150 150 150 150 150 150 150 150 150 150 150 150 1.800 
Gardens Maint./Weeds/Pest Control 250 250 250 250 250 250 250 250 250 250 250 250 3.000 
Total Intallation Maintenance Costs 2.000 2.000 1.400 1.400 1.500 1.600 1.600 1.600 1.500 1.500 1.500 1.800 19.400 
                 
               
-2- 
  January February March April May June July August September October November December SUM 2021 
AMENITIES              
Room Amenities 420 510 600 900 870 855 900 1.050 930 945 630 795 9.405 
Spa-Pool Amenities 150 150 150 150 150 150 150 150 150 150 150 150 1.800 
Total Amenitites Costs 570 660 750 1.050 1.020 1.005 1.050 1.200 1.080 1.095 780 945 11.205 
                 
HOUSEKEEPING CONSUMABLES                           
Household Consumables 700 850 1.000 1.500 1.450 1.425 1.500 1.750 1.550 1.575 1.050 1.325 15.675 
Spa-Pool Consumables 90 90 90 90 90 90 90 90 90 90 90 90 1.080 
Total Housekeeping Cons. Costs 790 940 1.090 1.590 1.540 1.515 1.590 1.840 1.640 1.665 1.140 1.415 16.755 
                 
F&B SUPPLIES                           
Various Food 2.814 2.848 3.484 5.628 4.858 5.347 6.030 7.739 5.400 5.698 3.518 5.682 59.044 
Soft Drinks - Beers 352 356 436 704 607 668 754 967 675 712 440 710 7.380 
Alcoholic Beverages - Wines 1.266 1.281 1.568 2.533 2.186 2.406 2.714 3.482 2.430 2.564 1.583 2.557 26.570 
Coffee 422 427 523 844 729 802 905 1.161 810 855 528 852 8.857 
Fruit - Vegetables 1.126 1.139 1.394 2.251 1.943 2.139 2.412 3.095 2.160 2.279 1.407 2.273 23.618 
Meat 844 854 1.045 1.688 1.457 1.604 1.809 2.322 1.620 1.710 1.055 1.704 17.713 
Fish 211 214 261 422 364 401 452 580 405 427 264 426 4.428 
Gastro Events Food Cost 1.185 1.439 1.693 2.540 2.456 2.413 2.540 2.964 2.625 2.667 1.778 2.244 26.545 
Total F&B Supplies Costs 8.220 8.558 10.403 16.610 14.599 15.780 17.615 22.310 16.125 16.913 10.572 16.448 174.154 
                 
BANKING                           
Banking Fees 750 750 750 750 750 750 750 750 750 750 750 750 9.000 
Total Banking Costs 750 750 750 750 750 750 750 750 750 750 750 750 9.000 
                 
MISCELLANEUOUS                           
Post 50 50 50 50 50 50 50 50 50 50 50 50 600 
Decorations/Misc. Replacements 150 150 150 150 150 150 150 150 150 150 150 150 1.800 
Various 200 200 200 200 200 200 200 200 200 200 200 200 2.400 
Total Miscellaneous Costs 400 400 400 400 400 400 400 400 400 400 400 400 4.800 
                 
TOTAL OPERATING EXPENSES 60.372 60.719 62.587 73.307 68.127 70.460 74.988 83.389 70.814 73.458 63.352 75.153 836.724 
                 
SECONDARY EXPENSES 
                 
SALES AND MARKETING January February March April May June July August September October November December SUM 2021 
Public Relations 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 12.000 
Online Advestisment Support 350 350 350 350 350 350 350 350 350 350 350 350 4.200 
Online Ads Costs 700 700 700 700 700 700 700 700 700 700 700 700 8.400 
Advestisment and Promotion Coop. 1.650 1.650 1.650 1.650 1.650 1.650 1.650 1.650 1.650 1.650 1.650 1.650 19.800 
Subscriptions 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 12.000 
Exhibitions  835 835 835 835 835 835 835 835 835 835 835 835 10.020 
New Expansion Promotion 85 85 85 85 85 85 85 85 85 85 85 85 1.020 
Total Advertisment Costs 5.620 5.620 5.620 5.620 5.620 5.620 5.620 5.620 5.620 5.620 5.620 5.620 67.440 
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FIXED MANAGEMENT January February March April May June July August September October November December SUM 2021 
Fixed Management 40 40 40 40 40 40 40 40 40 40 40 40 480 
Total Fixed Management Costs 40 40 40 40 40 40 40 40 40 40 40 40 480 
                 
INSURANCE                           
Property Insurance  200 200 200 200 200 200 200 200 200 200 200 200 2.400 
Fire Insurance  80 80 80 80 80 80 80 80 80 80 80 80 960 
Cars Insurance  30 30 30 30 30 30 30 30 30 30 30 30 360 
Total Insurance Costs 310 310 310 310 310 310 310 310 310 310 310 310 3.720 
                 
CARS                           
Cars Service/Maintenance 270 270 270 270 270 270 270 270 270 270 270 270 3.240 
Total Car Service/MaintenanceCosts 270 270 270 270 270 270 270 270 270 270 270 270 3.240 
                 
COMPLIMENTARY                           
Complimentary Stays 500 500 500 500 500 500 500 500 500 500 500 500 6.000 
Total Complimentary Stays Costs 500 500 500 500 500 500 500 500 500 500 500 500 6.000 
                 
VARIOUS                           
Misc. Costs (Furniture, Hardware 
etc.) 500 500 500 500 500 500 500 500 500 500 500 500 6.000 
Total Complimentary Stays Costs 500 500 500 500 500 500 500 500 500 500 500 500 6.000 
                 
TOTAL SECONDARY EXPENSES 7.240 7.240 7.240 7.240 7.240 7.240 7.240 7.240 7.240 7.240 7.240 7.240 86.880 
                 
TOTAL EXPENSES 67.612 67.959 69.827 80.547 75.367 77.700 82.228 90.629 78.054 80.698 70.592 82.393 923.604 
                 
TOTAL GROSS REVENUE -4.600 -3.282 8.981 47.988 36.844 44.423 54.617 83.516 46.168 47.615 9.233 43.952 415.455 
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 Fig A.1: Plan view of Multiuse Space structural expansion 
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